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TWA SuperJets 


Now for employees! More flights, more seats to 


CUROPE 





TWA now offers more non-stop SuperJet flights, more seats than ever to Europe! 


Perfect for your Employee Vacation Plan...summer abroad is a festival of fun. And 
on TWA. employees enjoy the unsurpassed speed and comfort of the finest Jets flying 
the Atlantic. Plus the luxury of TWA’s famed international dining and service. 
Employees can travel on their own or on a sparkling TWA tour, from 10 to 51 days. 
Make reservations now, First Class or Economy Class, on superb TWA SuperJets. 


The only airline serving 70 U. S. cities 
and 23 world centers overseas 


US.A.. EUROPE - AFRICA: ASIA 


a 


THE SUPERJET AIRLINE 


*TWA THE SUPERJET AIRLINE is a service mark owned exclusively by Trans World Airlines, Inc. 


TRANS WORLD 
AIRLINES, INC. 


Department RM-7. 
380 Madison Ave. 
New York 17. N. Y. 


Please send promotion material and com- 
plete information on new TWA SuperJet 


Tours of Europe 


K. L. 
Aviati 
ROBE 
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RECREATION OUTLOOK 











The non-member isn’t a hopeless case. 


Using an objective approach, you can 
sell free riders on becoming active 
participants in your company program 


HOW TO CONVERT 


employee recreation association 


FREE RIDERS 


s there a single industrial recreation director who hasn’t 

been frustrated in trying to persuade non-participants, 
regardless of their number, to take an active part in the 
company recreation program? 

Is there a single officer of an employee recreation associa- 
tion who hasn’t tried fruitlessly to convince recalcitrant 
hold-outs to join up? 

We doubt it. All voluntary programs face the same prob- 
lem. But when the “non-joiner” qualifies for the abominable 
title “free-rider.” the situation is particularly perplexing. 

Worse than his “free-loader” brother, the free-rider is 
generally understood to be that selfish, shameless individual 
who refuses to join a group from which he continually de- 
rives benefits—in this case an employee recreation associa- 
tion. 

Most recreation directors and volunteer leaders are justi- 
fiably bitter and usually despondent about the free-riders. 
But the case is not hopeless. John W. Mock, who has 
worked with several hundred professional, trade and civic 
associations and service clubs for the past 15 years, feels 
that free-riders can be enlightened and brought into the 
fold. In an editorial appearing in the September 1960 Re- 
tail Coalman, Mock classifies free-riders into seven basic 
species and prescribes an objective approach to be made to 
each of them. Directed primarily at trade associations, his 
views, subject to minor revisions, are equally appropriate 
to recreation organizations: 


Rugged Individualist. Believes he can satisfy all his 
recreation needs alone. He will not join until he is con- 
vinced that this is no longer the Age of Rugged Indi- 
vidualism, but the Age of Organization and cooperative 
effort, even in recreation. Sell him on your group’s capa- 
bility to provide necessary facilities and added opportuni- 
ties, all at a lower cost to the individual. 


Skeptic. Thinks every organization is controlled by clique- 
domination for the advantage of the few rather than the 
good of all. The best way to blast this alibi is to promise 


the complainant that, immediately upon joining, he will be 
placed on the particular committee or committees he 
suspects of malfeasance so he can correct the situation, 


Non-Joiner. Despite the old adage, some birds simply 
don’t want to flock together, and they are proud of the 
fact. To sell this type, convince him that your’s is not jus 
a group of men, but an organization. It is not a matter of 
wearing a pin or carrying a membership card, but a pro. 
gressive organization working toward a goal, i.e., more 
recreational opportunities, facilities, lower cost, etc. 


Prima Donna. This chap is sore at the employee associa. 
tion because nobody has made a fuss over him. Once again. 
you might be successful by offering him a position of au- 
thority, or, if he has any special skills or interests, give him 
a chance to show off. Maybe all he really wants is a special 
invitation and sales pitch by the recreation director. 


Little Boy Who Never Grew Up. Everybody thought 
little Egbert was so cute when he sneaked under the circus 
tent even though he had ticket money in his pocket. He 
still thinks he is cute and still sneaks under tents without 
paying. He gladly admits he is a free-rider and is proud of 
it. The best advice on how to handle this jolly boy is to for- 
get him. You wouldn’t want him anyway. 


Emotional Misfit. This type does your program far les 
harm as a free-rider than he would as a trouble-making 
member. His type is represented by the centenarian who 
was asked on his 100th birthday, “I'll bet you've seen a lot 
of changes in your lifetime, eh, Dad?” to which the aged 
one replied proudly, “Yup, and I’ve been agin every durn 
one of ’em.” 


Penny-Pincher. This is the fellow who tells you he simpl) 
“can't afford” to join or participate as he steps into his 
air-conditioned Cadillac on the way to a Las Vegas vaca: 
tion. However, these and many others can be “put on the 
line” with an enthusiastic presentation that hammers on 
“here’s what we can do for you.” 


A word of caution: with the exception of the type men- 
tioned above, nobody really wants to be a free-rider and. 
more important, nobody would even consider himself a 
free-rider. Each one has many reasons to justify his re- 
fusal to join. It’s your job to determine his real objection 
and then overcome it. It can be done. 

But, as John Mock warns, bear in mind, please, that the 
“soft sell” is more effective with an intangible such as 
yours. The recreation director experienced in membership 
campaigns recognizes the truth of the experienced sales 
man’s motto: “If you sell hard, it indicates you have some- 
thing hard to sell.” 

If you are wholeheartedly sold on your program and 
your employee recreation association, and you have estab- 
lished a record of valuable service to members, simply 
offering the opportunity or sharing the advantages of mem- 
bership is the most persuasive method you can use. 
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PENNMANSHIP 


If you were not at the recent show and 
would like to receive a Free NIRA 
Commemorative Emblem (as illustrated), 
write 

Industrial Recreation Division 

Penn Emblem Company 

2111 Eastburn Avenue 

Philadelphia 38, Penna. 


A HEARTY 


[hank fo 


FOR YOUR 


KIND RECEPTION 


You made our NIRA Convention Show 
one of the best we've ever had because 
of your enthusiastic response to our 
display. More than 500 Conventioneers 
visited us and gave us the opportunity to 
demonstrate the quality of a personalized 
Penn emblem for company-wide 
recreation programs. 


For your clubs and teams, a custom- 
designed Penn Emblem is a sure means 
to give your employees recognition, 

a sense of belonging and a unified, 
professional appearance. 


Thanks again for visiting us at the 
NIRA Booth. We look forward to meeting 
with you soon again. 


PENN 


EMBLEM 


America’s Largest Producer of Embroidered Emblems 


2111 EASTBURN AVENUE 
PHILADELPHIA 38, PENNA. 
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verybody gives recreation awards. 

Why? 

To give recognition? Of course. To 
show appreciation? Certainly. But what 
else ? 

A good awards program does far 
more than pay tribute to sports cham- 
pions and hobby contest winners or 
applaud individuals who have done 
outstanding work. This is only the be- 
ginning. 

In addition to the winners, plans for 
an effective program must also give 
equal consideration to the award 
“losers” and the award “givers.” 


A MOST EFFECTIVE TOOL 

three dimensional awards 
program can be one of your most ef- 
fective tools to stimulate interest, main- 
tain participation and create good will. 
Effective awards planning can ac- 
complish all these things and save 
money and headaches as well. 


Such a 


The first step is to organize the pro- 
gram, develop a policy governing all 
awards and determine how the awards 
can be put to work to improve your 
overall recreation program. 

The most function of an 
awards program is to provide incen- 
tive. Incentive for what? Unfortunately, 


obvious 


6 
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What do you want your awards 
program to accomplish? To 
give full value to the awarder 
as well as the awarded, develop 


an equitable, uniform policy 


oke 
oO >ward 
programs 


particularly in sports activities, all the 
emphasis is placed on incentive to win. 
This is fine for those already partici- 
pating. But your awards program will 
fall far short of its potential if it fails 
to lure non-participants off the side- 
lines and into the game. 

Thus, incentive to participate is 
usually the guiding principle upon 
which a industrial 
awards program is planned. 

How is this done? The key word is 
recognition; recognition of club, team 
and individual achievement, improve- 
ment and service. Material benefits 
such as merchandise prizes and cash 
awards, if consistent with company 
and recreation policies, are also suc- 
cessful. 


sound recreation 


But there is no secret success for- 
mula. Several examples cited below 
show that imagination, experimenta- 
tion and knowledge of what appeals to 
the particular employee group are the 
indispensable elements. 

As a natural by-product, any good 
awards program creates good will for 
the company and its recreation pro- 
gram among its employees and their 
families and in the community. Letters 
to the award winners’ families, full 
coverage in the company house organ 





and news releases to local newspapers 
often get more mileage than the 
combined efforts of the company’s em. 
ployee and public relations staffs. 

Yet, this advantage is often over. 
looked. Some feel that publicity cover. 
age is a form of employee exploitation, 
But no employee who has read his name 
in the paper feels that way about it. 

Goodwill, however, cannot result 
from an unplanned program which gets 
out of hand. Some of the pitfalls: 
© great disparity in the number and 
value of awards presented in various 
activities, 
® too many awards presented to too 
many people lose their value, 

@ small quantity of cheap awards 
makes the program a laughing stock, 
® too much money spent on awards 
may raise individual activity fees and 
cause loss of participation, 

® no continuity in type and value of 
awards from year to year will either 
cause some winners to feel slighted or 
may result in an awards race to see 
who can give the biggest and_ best 
prizes. 

To avoid these problems, several 
companies have developed recreation 
awards policies which insure uni- 
formity in the type and number of 
awards presented in various activities. 
These policies set down equitable quali- 
fications and establish general stand- 
ards that can be applied to such diverse 
activities as bowling and band. 


SET THE GROUND RULES 

These policies are neither restric- 
tive nor complicated. They merely pro- 
vide the ground rules. Thus organized. 
the program is usually centrally 
administered and produces savings 
through quantity purchases of trophies, 
engraving and other awards. 

The IBM Club Watson Trophy 
Award rules and regulations, which 
apply to all company plants and 
laboratories, provide an_ excellent 
example. 

To keep awards in line with the 
size of the activity, seven trophy clas- 
sifications have been established. Each 
trophy class has a maximum price 
limitation. The number of participants 
in a given activity then determines the 
class of trophy its winners will receive. 

The rules also provide for attendance 
at the annual Watson Trophy Dinner, 
the manner in which a particular ac- 
tivity can qualify as a Watson Trophy 
“event.” and the number of trophies 
one individual may receive in a single 
activity. The rules also stipulate that 
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all league contestants must participate 
in at least two-thirds of the scheduled 
games in order to qualify for a trophy. 

Similar policies can be extended to 
cover Winners of camera contests. 
ower shows and virtually every other 
type of hobby competition. 

Another successful program de- 
veloped by Sun Oil Company, Marcus, 
Hook, Pa., ingeniously pays due tribute 
to team champions while, at the same 
time, provides incentive for also-rans. 

Members of all championship inter- 
departmental teams automatically win 
handsome letter-jackets. Other partici- 
pants. however, may earn their jackets 
hy accumulating merit points based on 
their team’s standing in league competi- 
tion. 


FIVE POINTS FOR SECOND PLACE 

For example, in leagues with 12 or 
less teams. members of the second place 
team are credited with five points. 
Members of teams finishing in 3rd, 4th 
and Sth place earn 4, 3, 2 points 
respectively. Members of teams finish- 
ing below Sth place receive one point. 

When an individual has earned a 
total of 15 points in this manner, he is 
eligible for a jacket. 

Players must have been present at 
10% of the scheduled games to re- 
ceive points. The system also applies 
to one coach and one manager per 
team. Other provisions cover persons 
made ineligible because of injuries. 

The awards policy should be suffi- 
ciently flexible to keep pace with 
changing conditions. For a number of 
vears, Owens-Corning Fiberglas Co.., 
Yewark, Ohio, gave members of win- 
ning teams miniature trophies which 
could be worn and key and watch 
chains. 

Over the years, certain individuals 
accumulated so many of these awards 
that the miniature trophies lost their 
value. To correct the situation, the 
Fiberglas Club replaced the trophies 
with merchandise certificates. These 
certificates could be cashed at once or 
accumulated over the year and re- 
deemed in value at local stores. 

Any number of variations are 
readily apparent for awards in sports 
and other competitive activities. How- 
ever, recognition and incentive pro- 
grams for other hobby and cultural 
activities as well as social and welfare 
activities present more of a problem. 

Some firms allocate funds to these 
groups based on the number of partici- 
pants and allow each activity to for- 
mulate its own award qualifications. In 


this respect, the Ford Motor Company 
policy states, “Clubs and _ activities 
which do not determine award winners 
on the basis of competitive play, estab- 
lish award systems based on criteria 
such as attendance, active participation 
in the club, performance, ete.” 


CULTURAL ACTIVITY AWARDS 


Another company spells out the 
qualifications for each of these ac- 
tivities. For example, members of the 
company’s band, chorus and theater 
group win certificates by attending at 
least 75% of the regularly scheduled 
meetings and 50% of the scheduled 
public appearances. After winning four 
certificates, the member is entitled to 
a sweater vest and letter. 

The same company has a similar 
policy for service activities, defined as 
those primarily organized to devote 
time and effort for the good and wel- 
fare of others. 

Members of these groups who ac- 
tively participate in one or more 
worthy causes per year receive a serv- 
ice pin with an insert indicating the 
number of times won. Five pins entitle 
the recipient to a sweater vest. 

Many non-competitive activities pre- 
sent emblems, medallions, pins and 
other type awards to members who at- 
tain a prescribed level of skill or 
knowledge. who have good attendance 
records, who have performed extra 
services for the group or a number of 
other qualifications. 

Determining the type of awards to 
present is basically an individual com- 
pany decision based on past practices. 
the purpose of the award. financing 
and employee opinion. Arguments on 
the pros and cons of symbolic versus 
material awards will probably rage 
forever. Many companies have com- 
promised by giving a combination of 
both and throwing in an 
banquet for good measure. 

The following table shows the gen- 


awards 


eral practice as reported by a sampling 
of 240 NIRA member companies. The 
total percentage adds up to 204%, in- 
dicating that most companies give at 
least two types of awards. 


% of Companies by Size 
Award A B C OD _ Total 


Trophies 76% 89% 76% 90% 83% 
Jackets, sweaters 13 26 30 46 24 
Merchandise 15 2 24 28 13 
Cash prizes 6 14 12 0 9 


Misc. (trips, 

medals, emblems) 2 12 18 14 10 
Award banquets 60 68 64 57 64 
KEY: A—less than 1,000 employees; B—1,001 to 
5,000; C—5,001 to 10,000; D—more than 10,000 
employees. 


Award Thinklist 


WHY have an awards program? 
1. Incentive to participate 
a. Recognize achievement 
b. Recognize service 
c. Material benefits 
2. Goodwill and publicity for 
company and employee rec- 
reation organization 
3. Advantages of planned pro- 
gram 
a. Effective administration 
cuts costs through central 
purchasing, insures adher- 
ence to company or ERA 
program policies 
b. Provides uniformity of 
qualifications and of type 
and number of awards 


WHO receives awards? 
1. Achievement awards 
a. Team and individual sports 
and hobby contest winners 
b. Music, hobby and other 
club members who meet 
established standards of 
achievement 
2. Service awards for regular at- 
tendance, participation and/ 
or support, leadership, etc. 
3. Group awards 
a. Club or group making most 
outstanding achievement 
b. Club or group with best at- 
tendance, percent of active 
participation, etc. 


WHAT type of awards? 
1. Symbolic 
a. Trophies, medallions 
b. Emblems, jackets 
2. Material 
a. Merchandise 
b. Cash 


WHEN are 

sented? 

1. Special ceremony (usually club 
and league awards, service 
awards) 

a. All-activities banquet 
b. Individual activity banquets 

2. Immediate presentation (usu- 
ally tournament and contest 
on-the-spot presentations) 

3. Announcement 
a. Publicity in 

house organ 
b. Letters of notification to 
recipient, his family 


HOW are awards financed? 

1. Sustaining (special prize fund 
or percent of activity dues) 

2. Subsidized by company and/ 
or ERA funds budgeted for 
awards 

3. Combination 


the awards pre- 


newspapers, 
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Form St. Louis IRC 


Efforts to organize a St. Louis Indus- 
trial Recreation Council were virtually 
completed June 20, when representa- 
tives of 20 St. Louis firms met to vote 
on a constitution and elect officers. 

To function much the same as other 
city and county councils, the St. Louis 
group elected Bert Granville, McDon- 
nell Aircraft Corp.. as its first presi- 
dent; Jim Hoag, Ford Motor Co., vice 
president; Doris Caplan, Shampaine 
Industries. secretary; and Ken Kroger. 
Union Electric treasurer. 

Granville. NIRA Region VI Direc- 
tor, along with Dean Moneymaker, also 
a former NIRA board member recently 
retired from International Shoe 
were instrumental in forming the new 
council, 


(0; 


Last call for Midwest Golf 


The last call for entries in the 16th 


annual Mid-West Industrial Golf 
Championships has been issued by 
tournament executive secretary Ray 


Detrick of the Goodyear Tire & Rubber 
Co., Akron, Ohio. 

All entries must be mailed to Detrick 
by Aug. 10. The 1961 event will be 
held Aug. 19 and 20, at Purdue Uni- 
versity’s 36-hole course in Lafayette, 
Ind. 

Any industrial company is eligible 
to enter the meet providing all players 


are bona fide employees. No company 


may enter more than two teams from 
any one city. 

The 36-hole tournament is run in 
three divisions for both teams and in- 
dividuals. Based on average scores sub- 
mitted on entry blanks, all teams will 
he ranked in order from lowest to high- 
est average. The top third are placed in 
Division I, the second third in Divi- 
sion II, ete. 

Individuals will also be assigned to 
divisions, but any golfer may play in 
a lower average division if he chooses. 

The $20. team entry fee 
trophies, merchandise awards, printing 
and administration. Entrants or their 
companies pay their own expenses for 


covers 


meals, rooms, greens fees ($2.50) and 
cart or caddie fees. 

A management tournament for those 
of executive rank who accompany their 
teams will be held at 10 a.m. on Satur- 
day morning. 

A total of 104 teams competed in last 
years meet with Thompson Ramo 
Wooldridge of Cleveland, Ohio, win- 


ning the Division | championship. 


Armco Trap Shoot 


The 12th annual Armco Industrial 
Invitational Trap Shoot will get under- 
way Sunday, Sept. 10, 1961, at the 
Middletown Sportsmen’s Club, Middle- 
town, Ohio. 

Sponsored by the Armco Steel Cor- 
poration Gun Club, the meet is open 
to any industrial company with each 
firm permitted to enter as many teams 
as it desires so long as the shooters 
are bona fide employees. 

A five-man team event, each man 
will shoot at 50 targets, the first 25 
from the 16 yard line, and the second 
25 from the distance set by the estab- 
lished handicap scale. 

In last year’s meet. Cincinnati 
Shaper Co. blasted 233 out of 250 
targets to win over a field of 82 teams. 

Companies desiring to enter this 
year’s event should supply the follow- 
ing information to Clarence Abell. di- 
rector of activities. Armco Steel Cor- 
poration, Middletown. Ohio, not later 
than Sept. 1: 
© Name and address of company. 


Big catch of big bass caught on North 
Manitou Island is only a sample of what the 
all-species winner of NIRA’s Fish-A-Rama 
can expect on his expense-paid fishing vaca- 
tion (see story). 


@ Full names of five shooters constitut. 
ing the team, team captain and alter. 
nates. 

© $10 entry fee. Make checks payable 
to The Armco Association Activities, 


Postal fishing underway 

A number of entries have alread 
been submitted in NIRA’s fourth an- 
nual postal Fish-A-Rama for Industry, 

Any employee of a NIRA member 
company is eligible to compete in the 
Fish-A-Rama and may enter any fish 
he has caught during the period begin. 
ning Jan. 1, 1961, and ending Sept. 
15, 1961. Entries must be postmarked 
not later than midnight Sept. 16. to be 
eligible for judging. 

Any contestant may submit an un. 
limited number of entries in any of the 
contest’s 10 specie classifications: trout, 
largemouth smallmouth _ bass. 
muskie, northern pike, salmon, walleye. 
pan fish, salt water fish and an all 
specie classification for women con- 
testants. 


bass, 


Each specie classification winner will 
receive a trophy and merchandise 
prizes. The all-specie winner, as deter- 
mined by the judges, will receive an 
expense-paid, three-day fishing trip on 
North Manitou Island in Lake Michi- 
gan (see photo). 

Complete Fish-A-Rama 
entry forms are available upon request 
from NIRA, 203 N. Wabash Ave.. Chi- 


cago 1, Ill. 


rules and 


NIBL disbands 


Down temporarily, but definitely not 
out, the National Industrial Basketball 
League announced it would disband 
operations for the 1961-62. season. 

However, plans are already well 
underway to reorganize the league for 
the 1962-63 season. The new league 
will include NIBL charter member 
Goodyear Tire & Rubber Co., Akron. 
Ohio. and the Phillips Petroleum Co.. 
Bartlesville, Okla... which joined the 
NIBL in 1948. 

Teams representing big — industry 
which are interested in playing in @ 
strong amateur league during 1962-65 
are requested to contact NIBL_ viee 
president C. E. Bloedorn, director of 
recreation at Goodyear. 

In the meantime, Bloedorn would 
also like to hear from strong industrial 
teams which would be interested it 
playing Goodyear during the 1961-62 
basketball season. 
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NORTHERN ARKANSAS * SOUTHERN MISSOURI 





ENJOY BOTH LAKES 
AND MOUNTAINS 





Gracious retirement living. The 
Ozarks has much to offer the retired 
person. Living costs are reasonable, the 
climate is good, opportunities for rec- 
reation are plentiful, transportation 
facilities are excellent. 

Before you make your retirement 
plans, investigate the Ozarks. You'll like 
what you find in “The Land of a Million 
Smiles.” 





A family vacation at prices every- 
one can afford — easy to reach — 
yours to enjoy 


For information on individual group tours, convention, fran- 
chise and dealership meetings, write for free information and 
the brochures needed by your industry to: 


KKK KK KKK KKK KKK KKKK 


This two state playground offers nine major 
vacation lake and mountain resort areas each 
with a variety of vacation attractions for you to enjoy. 
Easy to reach on fine surface highways or by public 
transportation, airlines, buslines or railroads. 








the OZARK PLAYGROUNDS ‘ASSOCIATION 


204 W. Fourth Street 
Joplin, Missouri 
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Urge cooperation, not “war’ 


Pony League, BPAA take steps to resolve recent 


controversies in youth baseball and bowling 


Pony & Colt Baseball and the Bowling Proprietors Assn. 
of America each took unilateral action last month to help 
settle conflicts with other organizations in their respective 
sports fields (see June R/M, page 12 “Youth Leagues Strike 
Out.” page 14 “Status Quo on the Bowling Front.” and 
page 51 “Family Feuds or Cooperation?” 

Meeting at its 29th annual convention, the BPAA modi- 
fed its highly controversial tournament eligibility rule 
which had been the seat of properietor difficulties and 
eventual lawsuit against the American Bowling Congress. 

The effect of the modified rule is substantially the same 
as it was prior to last year when the trouble-causing provi- 
sions were adopted. Now. to be eligible for BPAA na- 
tional events. bowlers must still confine all their league 
bowling to BPAA member establishments. However, this 
tule has again been made optional with regard to local and 
‘late tournaments sponsored by BPAA affiliated state and 
local proprietor associations. 

The rule restricting advertised exhibitions to BPAA 
member houses was eliminated as inoperable. BPAA leader- 
ship indicated that this action was expected to result in a 
resolution of the controversy between BPAA and ABC. 

In a similar action, Pony & Colt Baseball dropped its 




















rules which prohibited Pony and Colt players from par- 
ticipating in other organized youth baseball programs. In 
a reciprocal move, the American Legion baseball program 
raised its age limit one year to include 18 year old boys, 
thereby partially eliminating the element of “competition” 
for players of Colt League age (15-16). 

With regard to adverse public reaction to the recent €s- 
tablishment of a “Senior” Little League and a “Junior” 
Pony League. Pony officials announced they had “no de- 
sire to initiate or to participate in a “boys baseball war.’ ” 
The officials urged cooperation, not war between existing 
boys baseball programs. 

The announcement also stated, “Pony & Colt Baseball 
will make no attempt to dislodge or in any way hamper 
the operation of existing Little League organizations. 
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hy give a trip for first: prize? 
Why Mexico? 
When plans for the first NIRA Em- 
ployee Photo Contest were announced 
last 


committee 
ready to answer these questions. Bul 
no one asked them. 

Now. if anybody is skeptical, the 
committee will gladly refer him to 
contest winner Bob Tiernan of Henry 
J. Kaiser Company, Oakland, Calif.. 


who recently returned from his first 


year, the contest was 


prize, expense-paid, week vacation in 
Mexico. 


GLOWING REPORTS 

Listening to Tiernan’s glowing re- 
ports, scanning his countless photos or 
viewing just a few of the many feet 
unavoidably leads to 


several conclusions: 


of movie film 
e That travel is every bit as appeal- 
ing as the posters make it look. Just 
as the Tiernan’s week in Mexico will 
live their fondest memories. 
travel can be one of the most satisfy- 


among 


ing and thrilling experiences of a 
lifetime. This is highly- significant to 
industrial 
e That for any hobbyist. whether he’s 


an recreation director. 


CALICO ... with N 


Kaiser’s Bob Tiernan with his wife and four boys enjoys 


an “absolutely wonderful” expense-paid week in Mexico as 


his winning prize in NIRA’s first employee photo contest 


an amateur photographer or a_ skin 
diver, an art fancier or a sports car 
fan, travel to special areas of interest 
can be doubly rewarding. 

Further proof of these convictions 
is readily apparent in the tremendous 
interest generated by the first attempt 
at a nationwide, all-company employee 
photography contest. 

While the 
number one hobby. no one can doubt 
that the unexpected high number of 
entries and the broad coverage given 


photography ranks as 


the contest in company house organs 
was in large measure due to the attrac- 
tiveness of the first prize. 

Limited to employees of NIRA mem- 
ber companies, the contest’s two di- 
visions drew almost 500 entries. Since 
most of the individual 
company contest the NIRA 


entries were 


winners, 


contest actually represented a far 
greater number of photos. 

As the Tiernan’s will testify. the 
trip justified all the interest and en- 
thusiasm it created. 

Donated, planned and operated by 
Happiness Travel Service, the first 
prize was billed as a week for two 
with all expenses paid including air 
transportation to from Mexico 
City. meals, lodging. tips and_ sight- 


and 
seeing, 


TAKE THE WHOLE FAMILY 


that he the 
winner, Tiernan and his wife Marilyn 
immediately began planning their va- 
cation. But, with four small boys to 
leave at home, efforts to find a baby- 
sitter were stymied. I[t looked like 
Marilyn couldn't 


Informed Was contest 


20. 


Candid views by NIRA’s camera champ are only a small sample of the many rolls and reels of film exposed by Bob Tiernan during his 
first prize Mexico vacation. (From the left) Visiting the Pyramids of Teotihuacan, Mrs. Tiernan is confronted by a prehistoric monster 


#5 


sculptered by a highly cultured people before the time of the Aztecs. Mexico City’s world famous Museum of Fine Arts provides an im- 


* 





ge 


pre 
Or 












—_ 


ntest 
rilyn 
ro va- 
ys to 
vaby- 


like 


ie his 
ynster 
n im- 








Six strong, the entire Tiernan family were 
guests of Happiness Travel Service on the 
camera contest prize Mexican holiday: (back 
row, I-r) Marilyn; Bart, age 3; Robert; 
(front) Mark, 7; Robby, 514; Scotty, 4. 


5 photo contest winner 


To solve the problem, Stuart Rotch- 
ford. president of Happiness Travel 


Service. offered to take the whole 
family. Mark, 7; Robby, 514; 
Scotty. 4; and Bart, 3; aren't 


exactly President Kennedy’s idea of 
the Peace Corps, but as it turned out. 
they can’t be beat as good will emis- 
saries with hotel chambermaids, din- 
ingroom waiters and _bellhops. 


DOES IT WORK OUT? 

With the children along. the trip 
took on added interest for its NIRA 
sponsors. Here was a chance to study 
at first hand the and 
feasibility of young family vacations 


possibilities 


in foreign nations. How does a tour 
operator accommodate such a group 
to everyone's satisfaction ? 

For the Tiernan’s it boiled down 
to having their cake and eating it too. 
The boys were included in most day- 
lime activities including sightseeing 
throughout Mexico City, the unfor- 
settable boat ride through the flower- 


ing gardens of Xochimilco and_ the 


overnight trip through the mountains 
tour 
the 
Tiernan’s that feeling of deep parental 
satisfaction in watching their children 


to Cuernavaca and Taxco. The 


was thereby enhanced, giving 


enjoy an experience of a lifetime. 

In the the 
usually fed early at the hotel and put 
to bed under the care of the chamber- 
maid. Then Bob and Marilyn would 


evening, boys were 


dance and be 
entertained in luxury at Mexico City’s 


go out alone to dine, 
world famous restaurants and_ night 
clubs. 

On the afternoon of the bullfights, 
the boys were left in the care of the 
wife of one of the guides. She took 
them to popular Chapultepec Park 
where they talked and played with 
“This.” 


‘seemed to be one of the high 


Mexican children. says Tier- 


nan, ~* 
points of their trip.” 
For himself and other photo fans. 


Tiernan feels that, “Mexico City by 


itself is an outstanding subject for 
any camera bug. Mexico City is a city 
of extreme contrasts that in fact are 






side by side with each other: the city 
is exotic with beautiful and imagina- 
tive. modern structures. but adjacent 
to extreme poverty.” 

Tiernan, a onetime riveter, then 
tax attorney, now counsel for Henry 
J. Kaiser Company, also rates Taxco. 
silver mining town, as a 


an ancient 


“marvelous camera attraction.” 


LAVISH ACCOMMODATIONS 


Regarding services and facilities 
available to Mexico tourists, Tiernan 
reports, “We, 


handsomely and in some cases lavishly 


were accommodated 
every place we went. Each morning a 
guide would meet us in a sedan and 
accompany us to the points of interest 
to be visited the day. The 
guides were different each day, but 


during 
all were intelligent , courteous and very 
accommodating.” 

From the jet flight to Mexico City 
to the farewell fanfare at the hotel 
upon their departure for home, the 
Tiernan’s rate their Mexico holiday as 
“absolutely wonderful.” 


pressive background for a charming family. At Mexican prices, a tourist can afford many extra luxuries, including a family shoeshine. 

One bull tossed a matador, but no one was busier than Bob Tiernan with his movie camera during the afternoon at the bull fights. Trying 
& } 

to read spanish magazines was good for laughs in the plane ride home. 





ee] can truly recommend 


Happiness tours 


accommodations and 


service to everyone99 


says Bob Tiernan, 
NIRA‘s Employee 
Photo Contest win- 
ner and guest of 
Happiness Tours on 
his prize winning 
expense-paid week 
in Mexico. 





e¢e¢The Happiness Tour people have 
procedures and techniques that are 
extremely attractive to tourists. 
They get immediate, individual 
and very personal attention from 
the guides who conduct them 
around the city. I know this was 
the case not only with my family, 
but with others also. There were 
many tourists down there on tours 
of Happiness, and they were all 
treated as we were—very wonder- 
fully.99 


For the highest 
standards in 
domestic and 


foreign travel: 





No other tours are more thoroughly 
planned, more efficiently operated, 
more fully dedicated to your com- 
fort and travel pleasure. We guar- 
antee this quality service for indi- 
vidual vacations and for large or 
small employee group tours. For 
more information, write or call: 


Happiness Travel Service 
6 East Monroe Street 


Chicago 3, Illinois 
STate 2-4900 
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ATTENTION CAMERA CLUBS 


ENTRIES OPEN IN 
NIRA PHOTO CONTEST 


Week vacation in New York 


other valuable prizes await 
the winners of NIRA‘s second 


annual employee photo contest 


One week vacation for two in New 
York City awaits the winner of the 
second annual Employee Photo Contest 
sponsored by the National Industrial 
Recreation Association. 

Photos taken any time during the 
calendar year of 1961 by an amateur 
photographer and his family who is 
employed by a NIRA member company 
are eligible for the contest. 

Each contestant may submit as many 
entries as he desires in either or both 
contest classifications: 
Recreation. 


Open and 


The Open Division places no restric- 
tions on photo subjects. Photos entered 
in the Recreation Division must have 


ELIGIBILITY 

This contest is open to any amateur photog- 
rapher who is employed by a NIRA com- 
pany or branch member and to amateur 
photographers in his immediate family. 
DURATION OF CONTEST 

This contest is open for the calendar year of 
1961. Entries may be submitted any time 
prior to midnight, Dec. 31, 1961. 


TYPES OF PHOTOS 

Black-and-white photos only are acceptable. 
No print or enlargement more than 10” in 
its longest dimension is acceptable. Develop- 
ing and printing may be done by a photo- 
finisher or by the entrant. No artwork or 
retouching is permitted on the prints or nega- 
tives entered in this contest. 


CLASSES OF ENTRY 
Open Division: No restriction on photo 
subject. 


Recreation Division: Photos taken of some 
phase of the recreation program conducted 
by the contestant’s company. May include 
action shots of sports events, photos of social 
and cultural activities, or pictures of recrea- 
tion facilities, displays, etc. 


ENTRIES 

Number: Entrants may submit as many 
photos as desired at any time during the con- 
test’s duration, but no one will be eligible 
for more than one prize. 


Entry Form: No formal entry form as such 
is required. Merely print on the back of each 
photo the entrant’s name, address, name of 
company and its recreation director, State 
whether the photo is to be entered in the 
Open or Recreation Division and include a 


been taken of some phase of the em- 
ployee’s company recreation program, 

The New York City vacation will be 
awarded to the winner of the Open Di. 
vision and includes expenses for air 
transportation to and from the. air 
terminal nearest the winner’s home, 
and covers meals, lodging and sight- 
seeing in New York City. 

Highlights of the New York tour in- 
clude dining in city’s most famous res. 
taurants, tour of night clubs, tickets to 
the theater and a ball game, and visits 
to the United Nations, Empire State 
building, New York Stock Exchange 
and other points of interest. 

The winner of the Recreation Divi- 
sion will $25. value in his 
choice of photo supplies, equipment or 


receive 


accessories as well as having his win- 
ning photo appear on the cover of the 
March 1962 issue of R/M. 

The complete, official contest rules, 
printed below, provide all the details 
on entering. 


short description or title identifying the sub- 
ject. 

Entry Fee: A $1. entry must accompany 
each photo entered in the contest to help 
defray promotion and administrative ex: 
penses. Make checks payable to the Na- 
tional Industrial Recreation Association. 
Submission: Mail entries to the National 
Industrial Recreation Association, 203 N. 
Wabash Ave., Chicago 1, Il. 


OWNERSHIP 

All entries will become the property of 
NIRA unless a stamped, self-addressed en- 
velope accompanies the entry. Do not send 
negatives. 


PRIZES 

Open Division: One week, expense-paid 
trip for two to New York City including 
air transportation, meals, lodging and sight- 
seeing. 

Second through fifth place winners will 
receive their choice of the latest in camera 
equipment, film or accessories. ; 

As a special prize, members of the win- 
ners camera club are eligible to join him 
on the New York City tour at special rates. 
Recreation Division: Winning photo will 
appear on the cover of the March 1962 issue 
of RECREATION MANAGEMENT. Addi- 
tional prize: $25. value in winner's choice of 
photo equipment, supplies or accessories. 

Second through fifth place winners will re- 
ceive their choice of camera equipment, 
supplies or accessories. : 

As a special prize, the winners camera 
club will be awarded its choice of dark- 
room equipment. 

All winners will be 
March 1961 issue of R/M. 


announced in the 
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very special interest activity de- 
Duden a language all its own. But 
the shooting sports especially have built 
up a rich, almost limitless vernacular, 

Even the old-timers are often con- 
fused by the many terms, and a pistol 
fan may be at a complete loss on a trap 
field. Since it is very important for a 
recreation “speak — the 
the following glossary of 


director to 
language.” 
trap and skeet shooting terms has been 
condensed from Dick Miller’s column 
“Pull” which appears monthly in Guns 
magazine. 


Choke: constriction in the end of a shot- 
gun muzzle designed to hold a mass of shot 
together until it reaches a target. 

Full choke: a barrel constriction designed 
to give best results at distances of 45 to 55 
yards, 

Modified choke: the same, for distances of 
35 to 45 yards. 

Crooked gun: a gun with more than usual 
drop in the stock, 

Straight gun: a gun with little drop in the 
stock. 

Drop: the distance between a line drawn 
parallel with top of gun barrel and_ the 
“heel” or “comb” of a gunstock. 

Heel: the top edge of the butt (rear) end 
of a gunstock, 

Comb: that portion of a gunstock nearest 
the face. 

Come unglued: have a bad day shooting. 
Doubles-trap: a trapshooting game in 


Choke that crooked gun 


Don’t come unglued over shooting jargon. This 


quick lesson helps to translate the vernacular 


which two targets are released instead of 
one, with shooters standing at 16 yards. 
Long run: a string of targets not broken 
by a missed shot. 

Doubles-skeet: shots at two targets which 
are released simultaneously, one from each 
end of the field, high house and low house. 
Traphouse: the shelter for a mechanical 
throwing device which throws clay targets 
(sometimes called birds or pigeons) into the 
air. 

High house: the traphouse at the left edge 
of a skeet field (post 1) from where targets 
emerge at a point 10 feet above ground. 
Low house: the traphouse at the right edge 
of a skeet field (post 7) where targets are re- 
leased 314 feet above ground. 

16-yard: an event or division of  trap- 
shooting in which all contestants shoot from 
a point 16 yards behind the forward edge of 
the traphouse. All targets go away from the 
shooter. 

Handicap: a trapshooting game in which 
shooters are assigned or earn shooting dis- 
tances behind the traphouse, varying from 
17 to 27 yards, in official competition, Handi- 
capping is a device to equalize shooting 


ability. A beginner may shoot from 18 yards, 
while a more proficient shooter would be at 
a greater distance, up to 27 yards. 
Four-gun event: a skeet tournament in 
which contests are offered in each of four 
gauge classifications: all guage (12 gauge or 
shooter’s choice), 20 gauge, small gauge (28 
gauge or three-inch .410 shells), and sub- 
small (2144 inch .410 bore guns and shells). 
Toe: the bottom edge of the rear end of a 
gunstock. 

Drop a target: miss a shot. 

Pull: a word used by a skeet or trap shooter 
to ask an attendant (called “puller”) to re- 
lease a target or targets. Also, as “length of 
pull,” the distance from center of butt plate 
to middle of trigger. 

Hand-trap: device for throwing clay targets 
by hand, rather than using a spring-operated 
or mechanical device. 

Outgoer: shot in skeet taken at a target 
going away from the shooter. 

Incomer: a shot in skeet taken at a target 
coming toward the shooter. 

Cover a bird: to so aim as to seem to cover 
the target with the muzzle, usually done to 
compensate for the “climb” of the target. 











for 


= from Haiti... 


Handmade Carry-All Bags 


for youngsters, for oldsters 
for parties 
Mahogany — Taverneau — Hand 


polished, bowls, trays, novelties 


executives 


for special occasion gifts 


RANZ 





Hats 


sisal mats, toys 


new, different, eye-catching 


8361 N.E. 2nd Ave. 
Miami 38, 

Florida 

PL 7.0191 
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Prize funds are supposed to add in- 
howling. They sure do 

usually 50¢¢ to 200 interest on the 
money the average league bowler pays 


terest to 


out in line fees. 

Of course, this isn’t the way most 
bowlers look at it. but it amounts to the 
same thing: with 
toward richer prize funds, people pay 
twice, sometimes three and four-times. 


todays tendency 


as much as necessary to go bowling. 

That's fine for those who can afford 
it. but how many people can. week 
after week. season after season? How 
many people who used to bowl in two 
or three leagues now roll in only one? 
How many people have quit league 
howling entirely? 

This is exactly what the bowling pro- 
prietors would like to know, but the 
problem should also be of primary con- 
cern to industrial recreation officials. 

Discussing the situation in a recent 
issue of the Bowling Properietor maga- 
Ace Mitchell. long-time Akron. 
Ohio, bowling proprietor. now retired, 
stated, 


Akron that bowling’s driving into the 


zine. 
“1 know of a couple here in 
poor house. 


20% OF FAMILY INCOME 

“He bowls in three leagues. his wife 
in two. They estimate their weekly 
bowling cost at $25. The family’s 
weekly income is $125. That’s 20@ of 
his salary, and they are raising a 
couple of children too. 

“Let's analyze this $25 a little more. 
The cost of howling is $7.50 for 15 
lines. The rest goes for prize money. 
drink frames and the like.” 
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Will prize funds 


BOOMERANG? 


Don’t let the growing cost of 


prize funds, beer frames and side 


bets make bowling a rich man’s sport 


where the trouble comes. 
Mitchell’s friends are spending $17.50 
a week for frills, and because of it. 
they will be forced to give up the 
amount of bowling they apparently en- 
joy so much, 

“Let’s take another this 
one not so severe,” Mitchell suggested. 
Say a man and wife bowl in a league. 
Each one of them pays $1.50 for bowl- 
ing and $1 each for prize money. mak- 
ing a total of $175 for 35 weeks. 

“Add to this, kitty money for misses 
and drink frames. The cost comes to 
$225. If they are on the winning team. 
they may get a return of $100. If they 
end up on the bottom, they probably 
will receive between $15 and $30 each. 
Subtract these figures from $225, and 
it makes the cost of bowling up to 
$195 for one season, and this doesn’t 
include practice games.” 


This is 


instance, 


DRIVE AWAY REGULARS 

This is a typical example, but a good 
one to remember the next time an em- 
ployee complains about the high cost of 
Intended to 
howlers to your leagues, rich prize 


“bowling.” attract new 
funds can boomerang and drive regular 
participants away. 

But this isn’t the only side of the 
problem. The rising cost of bowling 
fringes is also chasing away many team 
sponsors. While this situation does not 
appear serious in industrial leagues, it 
has become acute in other areas. 

The bowlers expect their sponsors to 
kick more money into the bigger prize 
funds, to put on better banquets, to 
provide fancier shirts, ete. Finally, the 


sponsor decides the good will and pub- 
licity just aren't worth the money in- 
volved. 

All of which would lead a cynical ob- 
server to wonder if the proprietors 
wouldn't be better off to rip out the 
pinsetters and install roulette wheels 
and dice tables. If these people really 
enjoy bowling, why don’t they spend 
their prize money in line fees and bowl 
more often? 


SPOIL THE FUN 

If they are attracted by the game’s 
socialibity, they should understand that 
excessive prize funds and side bets can 
ruin the friendliness and spoil the fun 
in bowling. 

Mitchell and many others like him 
feel that the average bowling league 
should only give trophies as_ prizes. 
Experience has proved that 25¢ to 50¢ 
per week provides completely adequate 
funds for trophies and a banquet; often 
there is enough left over for modest 
cash prizes. 

The system has worked very success 
fully in many industrial leagues. By 
providing $2 bowling, an industrial 
recreation director is performing 4 
valuable service. 

Controlling hets drink 
frames is more of a problem and re- 


side and 
quires everyone’s cooperation from the 
recreation director, league secretary. 
team captain and individual bowler. 
But it can be done. 

With the 
some industrial leagues have succes* 
fully limited beer frames to one a night 


bowlers’ understanding. 


and have virtually eliminated side hets. 
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improves performance 


Plan your employee bowling program now — and 

make sure it’s an AMF-equipped Bowling Center. 

Why employee bowling? 

* All employees can participate. Bowling’s easy to learn 
... Invigorating but not strenuous. 

*Sure-fire popularity. Bowling is today’s most popular 
participation sport. 

* You benefit. Bowling teamwork builds a better on-the- 
job work team. 

* Low-cost program. League bowling goes easy on recre- 
ation funds. Your “Magic Triangle”-equipped bowling 
center supplies all equipment. 


Why at a “Magic Triangle” Center? 


Matchless equipment. League bowlers appreciate AMF 
extras such as exclusive “Magic Triangle” Automatic 
Pinspotters and Signaling Units. You get ’em at no 
extra cost, so why settle for less! 

Superb facilities. AMF-equipped centers offer ultra- 
modern equipment, luxurious surroundings, delightful 
refreshments that make an evening complete. 
Friendly cooperation. Your neighborhood AMF bowl- 
ing proprietor will be glad to help you set up your 
bowling recreation program—easily and economically. 
See him soon, and get the ball rolling. 


BOWL WHERE YOU SEE THE 


AMF PINSPOTTERS INC. 


SUBSIDIARY OF AMERICAN MACHINE & FOUNDRY COMPANY 


AMF BUILDING + 261 MADISON AVENUE, NEW YORK 16,N. Y. 


“MAGIC TRIANGLE” 
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A garden club ‘‘must”’ 


ore than 30 million skilled work- 
M ers, office employees, business and 
professional men and women are tend- 
ing flower and vegetable gardens this 
summer. 

That means almost half of the na- 
tion’s total labor force is now composed 
of backyard Burbanks. More signifi- 
cantly, it means that gardening ranks 
as one of the five top adult hobby in- 
terests throughout the U. S. and 
Canada—and probably in your com- 
pany as well. 


SUCCESSFUL CLUBS 


Of this little doubt 
judging from the resounding success of 
employee garden clubs at such diverse 
locations as British Columbia Electric 


there can be 


Flower arrangements provide interesting 
competition plus an opportunity to conduct 
special such as this one attended 
by an AT&T employee in New York City. 


classes 


Show off those green thumbs 


Co., Ltd., Vancouver, B. C.; Olin 
Mathieson Chemical Corp. in Pisgah 
Forest, N. C.; to Union Carbide Chemi- 
cals Corp. in Texas City, Texas; 
Diamond Alkalai Co. in Fairport 
Harbor, Ohio; to name only a few from 
a long and growing list. 

The self-styled he-man who views the 
hobby with disdain is usually ignorant 
of gardening’s many benefits and in- 
centives: 
© Good and attractive 
gardens add to property values as well 
as pleasures of day-to-day living. 
© Tangible the form of 
beautiful succulent 


and 


landscaping 


results in 
flowers or vege- 
tables provide personal pride of ac- 
complishment and relief from daily 
routine. 

e It can be as cheap or as expensive, 
as simple or as scientific as the hobby- 
ist desires, 


One out of two employees takes to the hoe and trowel. Cultivate 


this hobby with a garden show and watch interest blossom all year 


© Gardening is usually a family ac. 
tivity and often a community activity. 
® Gardening provides an outlet for 
man’s desire to compete on a_ basis 
which benefits everyone. 


START WITH A SHOW 


In addition to these and other in. 
terests, almost all successful employee 
garden clubs have another point in 
common: they either got started as a 
result of a garden show, or now build 
their year-long programs around this 
all-important event. 

“The show is a must for any club,” 
emphasizes James Farrell, a leader of 
the Delco Rose Club, Delco Appliance 
Div., GMC, in Rochester, N. Y. “For 
only through the individual cooperation 
of the members in building the show 
do you get the unity necessary for con- 


tinued success. So, big or small, have 
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Sample garden show rules—you take it from here 


For a better idea of the scope and operation of a garden show. R/M reprints below the judging 
rules and classes for the extensive annual show sponsored by the Industrial Management Coun: 


cil of Rochester, N. Y. 


Most company shows will have broader and fewer entry classes, but 


these rules give an excellent example of a garden show’s many possibilities. 


General Directions: Exhibitors shall bring their entries from 8 


10:30 a.m. In fairness to 


all, entries cannot be asa’ after that time. Each exhibitor is limited to one entry in each 


class. All entries in Divisions A 
committee. 


. B and D are to be displayed on paper plates provided by the 
Containers will also be furnished for entries in Divisions E and G. 


As noted, ex- 


hibitors desiring to furnish their own containers for large bouquets may do so. 


Entries will be judged beginning at 11] a.m. and will be on display from 1 


6 p.m. Major 


awards will be distributed at 5 p.m. The committee will not be responsible for entries not called 
for by show closing time, but exhibits must not be removed before then. 
Exhibitors must “be employed by an IMC company or be a member of a family of one so en 


ployed. There is no entry or admission charge. 


Prizes: 


Ist prize blue ribbon, 2nd prize red ribbon, 3rd prize yellow ribbon, 4th prize white 


ribbon. Awarding of ribbons at discretion of judges. Their decisions are final. 
The Joseph Harris Trophy will be given for the best vegetable of the show. 
The Hart & Vick Trophy for best flower (other than rose) of the show. 
The Jackson & Perkins Trophy for best floribunda rose of the show. 
The Industrial Rose Society Trophy for the best hybrid tea rose of the show. 


Division A: Vegetables. Freedom of speci- 
men from blemish, care in harvesting, wash- 
ing and preparing for display. Uniformity of 
size, shape, color and trueness to type. Correct 
variety name on each entry is desirable and 
can add to the score. All root or bulb crops 
should have tops trimmed to within one inch 
of root or bulb. All leaf or heading vegetables 
should be trimmed as when shown on market. 
Entries must have been grown by exhibitor. 
Class 1. Beans, flat yellow, 10 pods 


. Beans, round yellow, 10 pods 
. Beans, flat green, 10 pods 

. Beans, round green, 10 pods 
Beans, large seeded lima, 6 pods 
. Beets, 3 

Cabbage, green, 1 head 
Carrots, Nantes, 5 roots 
Carrots, Chantenay, 5 roots 
Carrots, Emperator, 5 roots 
Celery, green, 1 head 

Corn, yellow, 5 ears 


eo Boe 
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a show!” With that point settled, the 
most important question remaining is 
“how big, or how small?” This leads 
directly to deliberations over the num- 
her and type of entry classifications to 
he included in the show. 

Printed below are the contest rules, 
judging points and entry classes for 
the annual show sponsored by the 
Sports and Recreation committee of the 
Rochester, N. Y., Industrial Manage- 
ment Council. Probably the largest of 
all the 
Rochester event serves as an excellent 


employee garden shows, 
example of the almost limitless pos- 
sibilities in staging a garden show. 

While no two shows are alike, most 
will 
will 
varieties of the same species. Many 
as 20-25 classes, 
while the average number for an estab- 


contests have fewer 


these 


employee 


classes and several 


cover 
shows have as few 


in a NIRA-member com- 
pany runs from 40-60. 


lished show 


Despite its thoroughness, even the 
Rochester show doesn’t cover all the 
bases. Other possibilities include a 
special classification for employees’ 
children or a novice class for those who 
have not won prizes in previous shows. 

Other popular classes include house 
plants, corsages and table settings, The 
show, of course, does not have to in- 
clude both vegetable and flowers, or for 


that matter it may be restricted to one 


Judges (top), like these hard workers at 
a Delco Rose Society show in Rochester, 
N. Y., should be allowed two full hours to 
perform their serious task. The winner (be- 
low), a Delco tool room clerk, displays her 
prize blooms to an admirer. 


species (there are more than 6,000 
varieties of roses). 

Several clubs experimented 
successfully with “theme” shows. Dia- 
mond Alkalai, for example, held a 


have 


special artistic class for floral arrange- 
ments, including the container, that 
were representative of foreign nations. 
Nationwide Insurance, Columbus, Ohio, 
had a similar contest in which the en- 
tries depicted the various states in 
Nationwide’s operating territory. 


MANY VARIATIONS 


Instead of bringing the flowers to the 
show, some company’s reverse the pro- 
cedure and take spectators on a tour of 
club members’ gardens. 

The best time of year to conduct a 
combined show which displays many 
types of flowers and vegetables is dur- 
ing the first two weeks of September. 
Otherwise, show dates depend on the 
season. June, for example, is the tradi- 
tional time for a rose show. But for 
those companies which have yet to 
sponsor activities in this area of wide- 
spread employee interest, the best time 
to start planning is now. 





13. Cucumber, 3 
14. Muskmelon, 1 fruit 


15. Onions, yellow globe, 4 bulbs 
16. Onions, flat yellow, 4 bulbs 


i. Peppers, 3 fruits 

18. Pickles, 6 fruits 

. Potatoes, white, 5 tubers 
. Pumpkin, pie, 1 fruit 

21. Squash, acron, 1 fruit 

. Squash, butternut, 1 fruit 
23. Squash, summer, | fruit 
24, Squash, winter, 1 fruit 
Tomatoes, red, 4 fruits 


26. Tomatoes, yellow, 4 fruits 
Division B: Jumbo Vegetables. Single 


‘pecimen, judged on size only, any variety. 


(lass 27. 1 largest beet 
28. 1 largest cabbage 
29. 1 largest carrot 
30. 1 largest cucumber 
31. 1 largest muskmelon 
32. 1 largest onion 
33. 1 largest pepper 
34. 1 largest potato 
35. 1 largest pumpkin 
36. 1 largest squash 
37. 1 largest tomato 


_, 387A, Any vegetable not listed above. 

Division C: Collections of Vegetables. 

‘lass 38. Display collection in standard 8 qt. 
market basket provided by exhibi- 
tor. Quantities of vegetables should 
conform to quantities listed in Divi- 
sion A. To be judged on uniformity, 
size and quality of specimens. 





Class 39. Decorative display. Without restric- 
tions, to be judged on arrangement 
and appearance. Let your imagina- 
tion work on this one. 

Division D. Vegetable Freaks. 

Class 40. Vegetable freaks, any variety. 

Division E: Flowers, Single Varieties. 

Trueness to type and color; size and quality 

of blooms. Proportionate length of stems. 

reedom of foliage from insect and fungus 
damage and spray or dust residue. Correct 
variety name on each entry is desirable and 
can add to the score. Make sure you have 
exact number of flowers asked for, Can be any 
color or mixture of colors unless otherwise 
stated. Roses may be a blend of the color. 

Class 41. Asters, 6 blooms 

12. Azalea—Mums, 6 stalks 

43. Bachelor buttons, 12 blooms 

44, Calendulas, 6 blooms 

15. Chrysanthemums, 6 blooms 

46. Cosmos, one spray 

47. Dahlias, pompom (flowers 2” 

l spray 

18. Dahlias, medium (flowers 2” to 4” 
diam.) 6 blooms 

Dahlias, cactus, 1 bloom 

Dahlias, giant, 1 bloom 

. Gladiolus, giant, 1 spike 

. Gladiolus, medium, 1 spike 


diam.) 


. Gladiolus, miniature, 1 spike 
Marigolds, giant, 4 blooms 

. Marigold, dwarf single, 6 blooms 
Marigold, dwarf double, 6 blooms 
Petunias, single, 3 sprays 





81. 
Division 
Class 82. 


Division 
Class 83. 
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Petunias, double, 3 sprays 


. Snapdragons, 6 stalks 

. Zinnias, giant, 6 blooms 

. Zinnias, medium, 6 blooms 
2. Zinnias, pompom, 8 blooms 


loom, white 
loom, pink 
loom, red 
»sloom, orange 


Rose, hybrid tea, 1 b 
Rose, hybrid tea, 1 | 
Rose, hybrid tea, 1 b 
Rose. hybrid tea, LI 
Rose, hybrid tea, 1 | 
Rose, hybrid, tea, 
or yellow blend 
Rose. 


loom, Peace 

1 bloom, yellow 
other than Peace 
hybrid tea, 1 bud, white 
hybrid tea, 1 bud, pink 
hybrid, tea, 1 bud, red 

hybrid tea, 1 bud, yellow 
floribunda, 1 spray, white 
floribunda, 1 spray, pink 
floribunda, | spray, red 
floribunda, | spray, yellow 
gradiflora, 1 spray 

climber, 1 cane 

Rose, 1 vase, 5 hybrid tea blooms, 


pe se? 
2 or more varieties. 


Rose, 
Rose, 
Rose, 
Rose, 
Rose, 
Rose. 
Rose, 
Rose. 


Rose, 


Rose, 1 vase, 3 sprays, floribundas, 
2 or more varieties 

Open—any flower not listed above 
F,. Flower Arrangements. 

Size and quality of individual 
blooms; arrangement and appear- 
ance of both flowers and container. 
G. Bouquets. Mixed or one variety. 
Number of varieties; size and 
quality of individual blooms; to be 
judged from all sides. 
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TROPHIES Fast Service... | 


Modern Design ... 
Finest Quality ... 


Lowest Prices... | 


ENGRAVING with 
ANY and EVERY TROPHY 
You Order from Us 


FREE GIFTS with 


Every Purchase! 





Add to the appeal of your employee recrea- 
tion programs with our superbly styled team 
and individual trophies. Choose from a huge 
selection—enjoy amazing savings on trophy 
needs for bowling, baseball, golf, basketball, 
and all other sports and recreation activities. 





1:50 W. DEVON AVE., Dept. RM 
CHICAGO 26, ILLINOIS 











CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





HELP WANTED 


Male, unattached, between ages 35-55. Salary 
$3,600 plus full maintenance to start. Right 
person can eventually assume major responsi- 
bility operation of home for aging blind. Must 
have good background of recreation or re- 
lated experience in institutional or agency 
setting. Permanent position, fringe benefits. 
Burrwood Industrial Home for the Blind, 
Arthur E. Copeland, Director, Cold Spring 
Harbor, Long Island, N. Y. 





POSITIONS WANTED 





Director of broad recreation program for 
large manufacturer seeks position with greater 
opportunity. B.S. in business admin. Married. 
Acceptable salary $575 per mo. 


CP30—RECREATION MANAGEMENT 
Six years extensive experience as director of 
large company industrial recreation program. 
Other experience in personnel administration. 
Married, children, salary $8,500. 
CP-31—RECREATION MANAGEMENT 


Director of multi-phase recreation program 
for largest organization in state seeks greater 


challenge. B.S., M.S., married, two children. 
Salary, $12,000. 
CP-32—RECREATION MANAGEMENT 





5128 W. NORTH AVE. 


and outdoor practice range 


Golf mats, golf balls, golf 


WRITE FOR ILLUSTRATED 





WITTEK GOLF RANGE SUPPLY CO., INC. 


Complete line of golf supplies and equipment for indoor 


for golf practice at wholesale prices. 


CHICAGO 339, ILL. 


s, golf courses and pro shops. 


clubs, and all types of netting 


CATALOG AND PRICE LIST 
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Travel Trends 

While the general trend in travel js still 
very much on the upswing, 1961 vacation 
plans have revealed a definite switch from 
the pattern set in previous years, 

Reporting on “Where Vacation Money Is 
Going” in its June 17 issue, Business Week 
estimated that 1961 vacationers will] spend 
$21.2 billion, up from last year’s total of 
$20.4 billion. 

However, far more people this year have 
restricted — their to automobile 
trips to areas in and around their home 
states. In lieu of this trend, Business Week 
does not expect 1961 European travel to ex 
ceed the peak it achieved last year when 
800,000 people went abroad. 

A much greater contrast is indicated by a 
survey taken by the National Industrial Con 
ference Board. The Board expects European 
and other foreign travel to drop by more 
than 40% under 1960 levels. 

Main reason for the unexpected 
downturn is that Europe offers few attrac 
tions this compared the 1960 
Olympics, Passion Play and Eucharistic Con 
gress. Others feel that unsettled world con 
ditions have been a factor. 





vacations 


given 


year to 


Calorie Burners 

Swimming, reports the National Swimming 
Pool Institute, is one of the best sports for 
calorie employees. A 10-minute 
dip will up 96 (9.65 per 
minute) or the equivalent of one glass of 
heer. 

Other good calorie burners: Football, 8.02 
calories per minute; squash and boxing, 
7.72: basketball. 6.86: and bowling, 6.47. 

Walking up stairs burns the most, how: 
ever, with 15.92 per hut 
joys it. 


conscious 


burn calories 


minute, who en- 


Create Recreation Division 

Establishment of a new Industrial Recrea- 
tion Division of Penn Emblem Co., has been 
announced by Frank Blumenthal, president 
of Penn Emblem Co., 2111 Eastburn Ave. 
Philadelphia, Pa. 

The function of the new division will be 
two-fold. First, it will serve as a creative de- 
partment to design attractive and _ effective 
emblems utilizing the companies’ trade marks 
with specific modifications to various team 
uniforms. 

Second, it will serve as advisor to indus 
trial recreation managers suggesting uses and 
applications of emblems as a means to [lO 
mote the goals of recreation programs. 

Blumenthal noted that his customers have 
utilized emblems for many purposes in addi- 
tion to uniform identification. Specially de- 
signed emblems have been presented for 
achievement awards at year-end banquets. 
Father-son teams have been formed with the 
youngsters wearing junior-size emblems. 

Emblems have been devised for compan) 
team members to wear on personal sports 
clothing to boast their membership on a pat 
ticular team, “Our Industrial Recreation \d- 
visory Board will develop like 
these tailored to suit individual company 
requirements,” Blumenthal commented. 


programs 
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Be aE 


Here's a 


new kind of 
Night Club. 


With the great growth of indus- 
trial employee shooting facilities, 
has come a new idea: night skeet 
and trap shooting! 

Night shooting affords your em- 
ployees greater available shooting 
time — time that will help the facil- 
ity quickly pay for itself. 


Another advantage is greater util- 
ity of space. 

You can shoot at night in your 
parking lot for example—or in 
another area that may be otherwise 
unsuitable for daylight skeet and trap. 

Sound interesting? Then write to 
Winchester-Western Division, Olin, 





New Haven 4, Connecticut for com- 
plete information on Western trap 
and skeet equipment, and details on 
lighting. 

For program ideas, team set-ups 
and promotional material, contact 
Mr. Jim Dee, Sportsman’s Service 


Bureau, 250 E. 43rd St., N.Y.17, N.Y. 


WINCHESTER Heal. 


na 
WINCHESTER-WESTERN DIVISION lin 
275 Winchester Ave . New Haven 4, Cor 


— | 








BOWLING WORKS FOR INDUSTRY AND BUSINESS 


8:00 O'CLOCK 
IN THE MORNING: 
TIME TO BOWL AT G.E! 


After work, it’s time for fun! 
And if you work from midnight 
til eight, you bowl in the morn- 
ing. The morning league is just one of 22 different leagues 
at General Electric. “We don’t want leagues to represent 
a department,” says Mr. Frank Ricci, Recreation Special- 
ist at G.E. “Our employees like to meet people they don’t 
ordinarily work with, and bowling is among our leading 
sports in bringing people together.” 

Bowling builds friendships. It creates teamwork and a 
spirit of loyalty that makes for closer company relation- 
ships year after year. Only bowling has such universal 
appeal for the young and old, men and women, novice and 


expert. And bowling is one of 
the least expensive company- 
sponsored sports. Bowling 
builds teamwork! Let bowling work for you! 

If you would like more information on how to organ- 
ize bowling league activities for your company, write the 
Brunswick Corporation, Box A, Recreation Department, 
623 South Wabash Avenue, Chicago 5, Illinois. 
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